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The fashion industry is as old as the idea of wearing clothes. It evolves in line with the needs of 
human being against clothes. Along with the increase in production, marketing grows as well,
starting from door-to-door sales, word-of-mouth sales, individual outlets such as boutiques and 
factory outlets, and of course retail outlets such as department stores. The sellers never run out of 
ideas to keep on competing with one another. They use advanced technologies like the internet to 
help their businesses grow. Online shops have become very common and popular today. Many 
sellers start their business with an online system, such as a website, utilizing social networks like 
Facebook and Twitter. This is done not only by beginners sellers, but also by many sellers and 
entrepreneurs who have long been in the fashion business industry. They also establish online stores
to develop their businesses and raise the profit. Ultimately, success is achieved by many different 
ways.
Foglia boutique is established in July 2011. The company engaged in women’s clothing based on the 
concept of online boutiques. We provide casual blouses, semi formal or formal blouses, dresses, all 
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Abstract-
1. Introduction
The fashion industry is as old as the idea of wearing clothes. This industry was born and evolved along 
with the increasing need for clothing. The increasing need for clothes opened many opportunities for 
businessmen offer many varied designs of clothes for the customer. Foglia is a new player in the fashion 
business. The company is established in July 2011. Foglia is a company engaged in woman’s clothing boutique 
online concept. Foglia creates its own design with a touch of lace as a uniqueness for every clothes offered. 
During the business, Foglia faces several issues. The most prominent issues are about pricing, promotion, and 
company business. Internal and external analysis are done to find the root cause. Internal analysis is performed 
to determine the strength and the weakness of the company whereas external analysis is performed to find out 
the external factor of the business that can influence the company. According to the analysis, there are two root 
causes. They are 1) Gap of pricing (company’s price tends to be expensive than customer willing to pay), and 2) 
Company business (remain on an online store boutique concept or do both online and offline store). Problem 
solving on this study begins with determining the company business, it is done based on the behavioral about 
buying clothes of the intended target market. The choices are remaining on online store boutique concept, 
changing in offline store boutique concept, or doing both online and offline boutique concept. The final step is 
determining the pricing strategy for Foglia in order to conform with the intended target market. The propose 
solution for Foglia is do online and offline boutique concept. This is done to attract prospective customers who 
usually buy clothes in online store and physical stores. The last solution is set the appropriate price by using 
penetration pricing strategy and choosing promotion price strategy to stimulate early purchase from the 
customer and to expand the market share of Foglia.   
Keywords: Online Store, Offline Store, Penetration Price, Promotion Price, and Fashion
A. Company Profile
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with a touch of laces in every design. The clothes are made not only for women in general, but also 
for women wearing hijjabs, who can also buy the products that will be sold and offered. 
With our tagline “ladies wear with a touch of lace”, we wish to attach a sense of uniqueness on every 
product we offer. Every woman can look fashionable with a lace application on their clothes without 
having the impression of looking like an old woman. Exclusive is another value that will be offered to 
customers. Each design will not be produced in limited quantities, it will not be mass-produced. High 
quality materials as well as being comfortable to wear with the characteristics of lace application on 
every product produced are emphasized. 
The following pictures are example of product offered:
GoldenBlack Series       Collar Box Lace Blouse          All About Chiffon Series
Figure 1. Company’s Product
GoldenBlack series are the first collection of Foglia. The idea combines two colors, black and gold, in 
one cloth. Black color is represented by cotton material and golden color is represented by lace 
material. Collar box lace blouse is collection of casual blouse of foglia, lace application placed on the 
neck collar as an ornament on clothing. All about series collections that are most in demand by 
customers. Five pieces of each model in a variety of colors have been sold.
The company’s vision is “to be a women’s clothing and accessories brand connected to the hearts of 
customers.”
The company's mission to support the vision that has been mentioned before is to build a brand of 
women's clothing and accessories that can be easily identified by customers.
The strategies that will be implemented in the first year include:
1. Creating a brand that can be easily remembered by customers both in terms of pronunciation 
and clothing products and accessories that will be sold.
2. Create products with unique characteristics which will become a special assessment of products 
offered, whether the product or packaging can be offered to build a brand image that will be 
remembered by customers.
3. Create attractive offers for customers of products and values assigned to the customers.
Foglia boutique is a company engaged in women’s clothing based on the concept of online 
boutiques. Starting from a business model, Foglia continues to develop its business from production, 
sales & marketing to its customers.
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1) Business Model
Figure 2. Foglia’s Business Model Canvas
The business model canvas is created by Alexander Osterwalder, PhD in his book Business Model 
Generation. Definition of Business Model is 
(2009: 14). The business model can be described 
through the 9 building blocks: customer segments, value propositions, channels, customer 
relationships, revenue streams, key resources, key activities, key partners, and cost structure.
1. Value Propositions
The value that we would like to offer is everyone can look fashionable with a lace application in 
every design clothes without having to give the impression that laces make the wearer look like 
an old woman. Exclusive is another value that will be offered to consumers. Each design will be 
produced in limited quantities. High quality materials and being comfortable to wear with the 
characteristics of lace application on every product are emphasized.
2. Customer Segments
Customer segments refer to who is the most important customer and for whom the company is 
creating value of the product. Foglia defines its customer segments as female, 20-35 years old, 
and middle to upper economic class.
3. Channels
Foglia chooses web sales that utilize social media like Facebook and Twitter, and uses a store as 
its channel to deliver a value proposition of its products to customers. Because Foglia’s business 
concept is online boutique, web sales is the media that is very important to deliver the value of 
products to customers.
4. Customer Relationships
Customer relationships are established and maintained in each customer segment. Membership 
is a form of customer relationships that Foglia chooses to mantain its customers. Membership 
provides services for every customer to get additional discounts for each purchase and the latest 
information about the products.
5. Key Partners
Foglia makes collaboration with resellers and affiliates to expand the sales network across the 
country.
6. Key Activities
Like key resources, they are required to create and offer a value proposition, distribution 
channels, maintain customer relationships, and earn revenues. The key activities of Foglia are 
designing, tailor, and web selling. Designing is a key activity that creates the value of products. 
The tailor is a key activity in production besides designer. Designer handed the pieces of fabric 
that have been patterned to the tailor and then the tailor sews it into a cloth. Web selling is a 
key activity to deliver the products to customers.
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7. Key Resources
The key resources of Foglia are in its design. The design is an asset because it creates the value 
offered in every product, reach markets, maintain customer relationships, and earn revenues. 
Customers will buy the products if they like the design, so design is the most important asset of 
this company's business.
8. Revenue Streams
The cash is generated from sales of each Foglia's customer. Customers choose the product that 
Foglia offers on its website or Facebook, make an order and then they pay according to the 
price.
9. Cost Structure
Creating and delivering value, maintaining customer relationships, and generating revenue all 
incur costs. Costs can be calculated by defining key resources, key activities and key 
partnerships. Key resources and key activities, both create and offer the value proposition of the 
product, maintain customer relationships and earn revenue. The cost structure for Foglia 
includes salary from designing and tailor, and web selling.
2) Production Process
The clothing production process can be spelled out not too much. Starting from the manufacture of 
clothing design, fabric selection will be used and adapted to an existing design, make patterns, 
transfer patterns to fabric, sewing and finishing. The most important is the result of the sewing which 
must be very tidy. Accuracy is required in sewing and cutting fabric patterns, no excuse for repairs. 
3) Sales and Marketing Process
Foglia uses online media to communicate and deliver the value of its products to customers. Through 
social networking sites like Facebook, Foglia uploads every photo of its products. Besides making a 
Facebook as a catalog, Foglia also makes it as a customer relationships media, maintains the 
customers and reminds them about the products. Personal selling to close people or colleagues is 
expected to make word of mouth promotion. Twitter is also used to make customers aware of the 
company’s products. Twitter is used to communicate with the customers by greeting them or 
providing the information about company’s products and everything about fashion. Another 
promotion is joining the exhibition or bazaar that is related to women's apparel to generate sales. 
Foglia also delegates promotion and sales activities to third parties that have proved to be credible as 
resellers.
During the first year of running its business, Foglia has faced various problems. Symptoms that occur 
are: clothes with lace application are currently trending in fashion mode. Along with the release of 
Foglia’s products, a fashion trend that is happening is the use of lace on women’s clothing,
implemented not only by international brands that release the clothes with lace combination, but 
also local brands that become direct competitors of Foglia following the trend by issuing clothes with 
lace combination. According to Marketeers Magazine May 2012, spending behavior Indonesia young 
middle class as much as 51.1% is bargain hunter; organized and planned in regulating the 
expenditure before buying goods or services, collect as much information to get the best product at 
the cheapest price.
The promotion that has been done, does not create sales. Foglia makes a variety of promotions to 
introduce its products to the market. Beside doing a promotion through Facebook as a media for 
selling, Foglia has been doing several promotions which do not create sales. The several promotions 
are: four-month promotion through two well-known twitter accounts in Bandung; @TwittLandBdg 
and @TwittVanJava. Promotion starts from March 2012 until June 2012. Exhibition such as exhibition 
at Pusdai Bandung, Balai Sartika Bandung, and Gedung Sate Bandung. Classified Ads at 
tokobagus.com and kaskus. Montly Promotion.
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Compared with competitors that have the same target market, the price offered by the company is 
more expensive. There is the differentiation upper limit and under the limit of the price. Fix Pose set 
the price of products start from Rp 85.000 to Rp 200.000, Auburn AndGinger set the price of 
products start from Rp 110.000 to Rp 200.000, and Foglia set the price of products start from Rp 
150.000 to Rp 325.000. 
The symptoms above can be classified into several main business issues that happen in the company. 
The business issues are about:
- The company’s price is more expensive than competitors and heap import clothing 
flooded Indonesia.
- Hugely different sales happened between actual sales and sales planning in the first 
six months of the business make the company had lack of sales and distortion of target market 
occured between intended target market and obtained target market.
- Remain on online store boutique concept or open online and offline store.
Business Issue Exploration 
Figure 3. Conceptual Framework
The business issues faced by Foglia are determine the appropriate price of the company’s products, 
appropriate promotion that must be done, and company business itself about the company still in 
boutique online concept or moves to offline store, or do both online and offline store. In this chapter, 
three of the business issues will be analyzed through internal and external analysis. The internal 
analysis is conducted to analyze the current internal situation of the company. The external analysis 
is conducted to compare, find answers, and solutions. The result of this internal and external analysis 
will be used to determine the root cause so that appropriate strategies can be devised to solve 
Foglia's problems in the future.
From research and analysis using Porter’s Five Force, the degree of Industry Analysis is almost high in 
every part. In this case, fashion industry such as women’s clothing included in low barrier to entry 
and low exit barrier. It is said low barrier to entry and low exit barrier because of various reasons, 
such as: entering the women’s clothing business does not always require a large capital, required raw 
materials are easily found, the more production is made, the cheaper the cost incurred, fashion 
entrepreneurs get great support from the government such as trade promotion, companion of the 
businesses, co-branding, and seminar, large market potential especially in middle class economic 
segment. The buyer power of young middle class in Indonesia is high, they tend to spend extra time 
and effort to get the information about the product and get the best products with the cheapest 
price.
In fashion industry, the suppliers are draper and tailor. Because the company as a customer of the 
draper can make a decision about the material used and also bargaining on the price can happen 
between company and supplier, and because the company as a customer of the tailor can make a 
decision about quality standards and work needed make the bargaining power of suppliers is low.
Pricing
Promotion
Company business
2.
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Product substitution for boutique clothing is clothing imported from China and Hongkong, the price 
of clothes is cheaper than boutique clothing for consumers from the middle class economic segment. 
The degree of threat of substitute cheap import clothing product is very high, besides the cheaper 
price, the models of imported clothes are not quite different from the ongoing fashion trends today. 
Competition in the fashion industry in Indonesia today can be said to be high. According to the 
Association of Women Entrepreneurs Indonesia, as many as 2450 women entrepreneurs choose 
fashion business. 
As a newcomer, Foglia is facing the challenge of the products offered. The lace clothes are in the 
growth stage in product life cycle. According to Philip Kotler (2006: 344), the strategies for the 
growth stage are:
1. – offer product extensions, service, warranty.
2. – price to penetrate markets.
3. – build intensive distribution.
4. – build awareness and interest in the mass market.
5. – reduce to take advantage of heavy consumer demand.
Foglia concern in offer woman’s clothing such as dresses, shirts, blouses for formal and semi-formal
situations. The clothing is produced not only for the general women but also for the women with 
hijjabs, who all can buy the products that will be sold and offered. Foglia is an online boutique that 
conducts sales using social networks such as Facebook (Foglia Butik) and twitter (@fogliaboutique) to 
store product catalog that offered. If any customers who want to see and try the cloths directly, they 
can visit the workshop at Jl. Tanjungsari Raya no. 34 Antapani Bandung.
According to price in marketing mix analysis, Foglia is in slow skimming strategy considering the price 
and promotion, and Foglia is in premium price strategy considering the price and the quality of 
product. There is a gap of a pricing strategy that has been taken by the company between the theory 
and the analysis. According to segmentation, targeting, and positioning, the target market of Foglia is 
female with the age range of 20 – 35 years old. But according to the promotion in marketing mix 
analysis, Foglia has joined two fashion exhibitions that held in Bandung and the participant who 
came to the exhibition were mostly women above 35 years old. This causes segment distortion of the 
intended target market. The promotion  that had been done did not create sales, that causes the lack 
of sales of the company.
From the one year of sales data, there are 17 customers who buy clothes at foglia. Foglia’s customers 
are divided into several demographic segments; gender, age, and occupation. For 17 people, 16 are 
female 1 is male. If we consider the age, 8 people are between 20 – 35 years old, 8 people are over 
50 years old, and 1 person is between 35 – 50 years old. If we consider occupations, 2 people are 
students, 6 people are employees, 8 people are housewives, and 1 person is an entrepreneur.
According to internal data, customer responses regarding the product prices offered by Foglia are 
varied. One of them said for a new brand that just emerged, the price is too expensive, there is a 
customer who makes a bid on the purchase price to the lowest point that can be given by Foglia, 
some said that the price is cheap with the quality that obtained is excellent, the others said that 
there is no objection about the price that offered by Foglia because the quality of products that given 
by the company.
According to customer online activity from Marketeers Magazine in July 2012 state that 69.3% of 
customer usually search for product information online before actually buying the product and 30.7% 
said no. The fact is most of the customers are just searching for product information on the internet 
Product 
Price
Distribution 
Advertising
Sales promotion
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without buying it. In case of clothes, 40.6% answer that they usually search for product information 
online but only 24.8% actually buy online.
Customer research is also conducted in this study. This research is conducted to find several things, 
those are:
1. Customer behavior, and 
2. Customer perception about the company’s product and price of the target market that has been 
set by the company. 
Distribution of questionnaires will be used to collect the data from the research samples will be 
conducted in Bandung city. A questionnaire will be distributed to female from age 20 – 35 years old 
whose occupation are a student and employee in the group of social class; middle class, upper 
middles, lower uppers, upper uppers. Three-quarters of the questionnaire that will be distributed are
given to female employees in Bandung. They will be distributed to bank clerks, consulting workers, 
and other employees in a company that set the working hours at 6 days a week. One-quarters of the 
questionnaire that will be distributed are given to college students.
The research uses a questionnaire to determine the characteristics of the desired customers. There 
are two main variables that made to the questionnaire. The variable is about customers' behavior, 
and customers perception about the company’s product and price. The study is conducted on
potential customers in Bandung. According to BPS Kota Bandung, the population of female in 
Bandung city is 1,194,192 people. This research uses simple random sampling, randomly selected
from the populations that have been targeted previously.
This section explains about direct competitors for Foglia. Competitors that will be analyzed in this 
study are the competitors that sell women’s clothing that have the same market segment as Foglia,
which is middle to upper economic class with the age range of 20-35 years old, make their own 
clothes, and sell their products through a Facebook account.
1. – Fix Pose is a local brand that offers woman’s clothing such as dresses, shirts, blouses, 
trousers, and skirts, made for women with hijjabs, but they can also be worn by general women. 
Fix pose only sells the products through social media which is Facebook 
(http://www.facebook.com/fix.pose) and the location is in Bogor. The prices are set from Rp 
85,000 to Rp 200,000.
2. – Auburn AndGinger is a local brand that offers  woman’s clothing such as 
dresses, shirts, blouses, trousers, and skirts. The prices for the clothes are set from Rp 110,000 
to Rp 200,000. It is located in Bogor and for the first time they sell the products through 
Facebook account (http://www.facebook.com/auburnandginger). Recently they added a twitter 
account (@auburnandginger) as a media to sell the products and to communicate with their 
customers.
3. – Carra Malia is a local brand that offered woman’s clothing especially for women
with hijjabs. Carra Malia has been running its business for almost 3 years. For the first time, the 
promotion of this brand was through media social Facebook 
(http://facebook.com/carra.malia5), after that they made a website www.carramalia.com, blog 
www.carramaliaboutique.com and later is twitter @carramalia. Carra Malia is located in 
Bandung, they open the workshop at Jl. Utama no 15, Padasuka Bandung to facilitate the 
customers who wants to see the product directly. They set a price for the clothes start from Rp 
135,000 to Rp 290,000.
4. – Felomena Simper is a local brand that makes women’s clothing such as 
dresses, shirts, blouses, trousers, and skirts. To introduce their product, felomena simper joined 
the exhibitions held in Bandung especially because the target market is for a female with the 
range age 17 – 35 years old. From the article in MyOyeah, felomena shimpher can sell 200 
pieces clothes at one exhibition. They set the products price start from Rp 155,000 to Rp 
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328,000. They also make a Facebook account 
(http://www.facebook.com/pages/FelomenaSimphe/278462805509723) as a media for selling 
the products and later they open boutique outlet in Jl Ternate 10 Bandung to facilitate their 
customers who want to buy directly in stores.
After doing the internal and external analysis, it can be conclude that the root cause of Foglia is a gap 
between company’s current pricing with the analysis. The company’s price tends to be expensive and 
price demand tends to be lower than the company’s price. And Foglia will continue with its women’s 
clothing online boutique concept or change to the offline boutique concept by opening an offline 
store or do both online and offline stores to deal with the facts about customer behavior in buying 
clothes and online activity and competition in the business fashion itself.
Figure 4. Root Cause Analysis Diagram
The proposal solution to solve Foglia’s problem in this study are
Table 1. Business Solution Proposal
Company Business Run both online and offline 
boutique concept.
GAP of Pricing Set penetration price for 
pricing strategy.
Run both online and offline boutique concept is business solution proposal for company business 
problem, this solution is chosen because both online and offline boutique concept have its own 
distinctive advantage to attrack the customer. Set penetration price for pricing strategy is business 
solution proposal for GAP of pricing, this solution is chosen based on growth stage strategy of 
product life cycle.
3. Business Solution 
Root Cause Business Solution Proposal
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Figure 5. The Proposal of Online and Offline Store
Online store is required for prospective customers who are looking for the information about Foglia’s 
product and buy the product at offline store or required for prospective customers who have been 
accustomed to purchase product online. Creating a website and store Foglia’s product in retail online 
store are the proposal of online boutique concept.
1) A website can be used as an online store because its ability to save image and text which can 
be used to provide the information about the company’s product. The excess of website is a 
website can be accessed from all over the world so that it can be viewed by potential 
customers 24 hours a day, 365 days a year.
2) Store the product in retail online store is the way to expand the distribution channel and 
market share in online activity. Every retail online store has its own market, advertising, and 
sales promotion. Those three things that retail online store has is become an advantage for 
Foglia because Foglia does not have to spend on advertising and sales promotion.
Offline store is required for prospective customers who usually buy clothes in a physical store. There 
are two ways to run offline boutique concept. The first way is open an own brand store and the 
second way is store the product in retail store. There are three places that chosen:
Table 2. The Cost of Offline Store
GF FF
Island Counter
Rp 
38.400
.000/y
ear
Rp 
46.200.
000/yea
r
8 sqm 
(2mx4
m)
35 sqm 
(7mx5m
)
±Rp 
15.000
.000
±Rp 
15.000.
000
±Rp 
15.000.
000
±Rp 
15.000.
000
Rp 
1.600.
000/m
Rp 
1.600.0
00/mon
Rp 
1.600.0
00/mon
Rp 
1.600.0
00/mon
Foglia
Online Store
Website
Retail Online 
Store
Zalora Berrybenka Laavaa Scallope Blibli
Offline Store
Toserba Yogya
Cascade 
Factory Outlet
BTC Shopping 
Mall
Toserba 
Yogya
Cascade 
Factory 
Outlet
Floor
Venue
Rent Cost
Dimensio
n
Decorati
on Cost
Salary 
Expense
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Store the product in retail store is become a proposal solution of Foglia. This way is taken with the 
reason:
1. The cost incurred is Rp 15.000.000 for decoration and only spend in the first time. The next 
expense is Rp 1.600.000 every month for salary. If Foglia can cooperate with Toserba Yogya and 
Cascade Factory Outlet, the total cost for the first month is Rp 33.200.000.
2. The cost that must be spent in this cooperation is consignment fee so that the payment is made 
after the product sold. The range of consignment fee is between 30%-45% of the selling price 
per pieces of products depending on the agreement.
3. Toserba Yogya has its own market share and loyal customer especially in Bandung city. Toserba 
Yogya support the local brand to display the product at its departement store. It also help 
introduce the local brand product to its loyal customer by placing at the strategic position.
4. Cascade Factory Outlet is one of the famous factory outlet in Bandung city. It has own market 
share and loyal customer not onlu from Bandung city but also from other cities. Cascade Factory 
Outlet support the local brand to display the product at its store and also help to introduce the 
local brand product to its loyal customer by placing at the strategic position.
According to Kotler (2006; 456), the company has to consider many factors in setting its pricing 
policy. There are six step procedure: (1) selecting the pricing objective; (2) determining demand; (3) 
estimating cost; (4) analyzing competitors’ costs, prices, and offers; (5) selecting a pricing method; 
and (6) selecting the final price.
(1) Selecting The Pricing Objective
Maximum Market Share is chosen because it is in line with penetration price strategy. A higher 
sales volume will lead to lower unit cost, it means Foglia can set lower price for its product offer 
because the unit cost is tend to be lower.
(2) Determining Demand
According to previous analysis, the buyer power of young middle class in Indonesia is high which 
mean they tend to spend extra time and effort to get the informations about the product and get the 
best products with the cheapest price or it can say that the target market of Foglia is price sensitive. 
It proves that the change of price will affect greatly to the change in demand, and it makes elastic 
demand for Foglia.
(3) Estimating Cost
Fixed cost and variable cost of Foglia are:
Salary Expense Rp 38.400.000
Production Cost Rp 50.000
Packaging Rp 1.500
(4) Analyzing Costs, Prices, and Offers
Based on previous analysis, the data about competitors’ prices and offers are shown in the table 
below.
Consign
ment Fee
Fixed Cost
Total Fixed Cost Rp 38.400.000
Variable Cost
Total Variable Cost Rp 51.500
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Table 3. Competitors’ Prices and Offers
Women’s 
clothing; 
dresses, 
shirts, 
blouses, 
trousers, 
skirts.
Made for 
general 
and 
veiled 
women
Women’s 
clothing; 
dresses, 
shirts, 
blouses, 
trousers, 
skirts.
Women’s 
clothing 
especially 
for vail 
women 
who 
wants to 
be 
always 
looking 
stylish  
and 
exclusive.
Women’s 
clothing; 
dresses, 
shirts, 
blouses, 
trousers, 
skirts.
Rp 
85,000 –
Rp 
200,000
Rp 
110,000 –
Rp 
200,000
Rp 
135,000 
– Rp 
290,000
Rp 
155,000 –
Rp 
328,000
(5) Selecting Pricing Method
Target-Return Pricing is selected to be a pricing method for Foglia. This method was chosen to 
make a fair return on investment. Foglia invests on two things:
A website for Rp 15.000.000
Decoration store for Rp 30.000.000. Decoration becomes an investment because it can be 
moved from one place to other place.
and this method can be calculated by the numbers.
Suppose that investment for a website is for five years, so the ROI is 20% for a year. Unit sales is 
4.267. The calculation of Target-Return Pricing is
From the calculation above, Rp 62.600 is the price after 45% of consignment fee, so the real price is 
And also, we need to calculate the break even point in based on the selling price of Rp 114.000. It's 
expected that the market will buy 3.459 pieces of clothes at Rp 114.000 in which case it earns Rp 
9.000.000 on Foglia Rp 45.000.000 investment. The new BEP is the lower limit of sales that must be 
met in order for occurs breakevent between sales and purchases.
(6) Selecting The Final Price
Foglia is proposed to do promotional pricing for the price-adaption strategy to stimulate early 
purchase and also to penetrate the market and gain the market share. Special event pricing and 
psychological discounting are chosen because discount will invite more people to come and see the 
product although not everyone will make a purchase.
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Product, price, place, and promotion are related to one another. Change in price will affect the other 
aspect. Refers to marketing strategy for growth stage based on product life cycle, the other aspect 
will adjust and the proposal will discuss in the following session.
1) Product
Based on the analysis, the first choice to buy clothes is the design, so that the company must really 
focus on the design of the product to attract the customers. The development of the mode itself can 
refer to fashion mode in the western hemisphere like London, New York, Paris, Madrid and 
Barcelona or refer to fashion mode in the eastern hemisphere like Tokyo, Hong Kong, and Korean 
style that is booming in Indonesia. Refers to the product strategy growth stage based on product life 
cycle, the company should offer product extensions, service, warranty. Foglia is recommended to 
offer extension products that still have a relation to fashion products to attract the customers such as 
necklace, earing, or scarf. Improve services such as providing company contacts that can be used by 
customers if they have questions or complaints. Provide customer warranty of the products.
2) Place
Refers to the distribution strategy growth stage based on product life cycle, the company should 
build intensive distribution. Intensive distribution can be done by increasing the distribution channels 
so that the company’s products can be easily found by customers. Distribution channels that can 
choose are retail stores and reseller.
3) Promotion
The proposal for the promotion is through internet and magazine. 
t- The proposed promotion through internet is through social factors. The reference 
group is selected. The way is a collaboration with the fashion blogger. The reasons for the 
effectiveness of opinion fashion blogger are credibility, they comment not only positive review of the 
product but also the negative one, they also give the comment and advice for the product.
- The proposed idea is not to advertise at those magazines but slipped a kind of 
postcard in every magazine that will be delivered by deliveryman to customers who subscribe the 
magazine. The design of postcard must be attractive so that customers are interested and want to 
read it. The message can be the promotion, get discounts for limited person who contact the 
company. The advantage is people will search the products offered and if interested they will buy 
with the discount granted, and also it can make an awarenes of Foglia.
4.  Implementation Plan 
We will discuss about the implementation plan for Foglia in order to run the proposed solution in 
section 3 of this paper. The implementation plan will be divided into the timeline schedule and 
resources needed. 
To execute the implementation of the solutions offered in the previous chapter. Schedule time is 
starting in January 2013. Creating a website requires time at least one month, so it can be start in 
January 2013. Photo session for lookbook and postcard can be done in the first week of January 
2013. Clothing sample design can be prepared in the second and third week of January 2013. The 
production of clothing sample can be started after the design is already done, and its provided two 
weeks about week four in January 2013 and first week of February 2013 to finish the production. 
Postcard design can be work after photo session is already done. So the making of postcard design 
can be done in the second and third week of January 2013, after that, the production of postcard can 
be done in the last week of January 2013. While the production of clothing sample and postcard is 
work in process, proposal preparation for retail store, retail online store and for fashion blogger can 
be made. Its provided one week in the last week of January 2013. The proposed time for reseller 
Interne
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searching is four month in year 2013 start in January 2013 until April 2013. The time allowed is four 
months so that the evaluation can be performed when the reseller searching do not work as 
expected.
The financial and human resources is needed to implement the strategy. The total cost incurred by 
Foglia to improve its business is approximately Rp 49.177.500. The budget is aligned with timeline 
schedule. Human resources required for implement the solution are website designer, and postcard 
designer. 
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